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Brand equity is the incremental value added to a product by
its brand name (Farquhar, 1989; Srivastava, 2009). From
a behavioural view point, brand equity is critically impor-
tant to make points of differentiation that lead to
competitive advantages based on non price competition
(Aaker, 1991). Research suggests that brand equity could be
built by a series of long term marketing activities.* Corresponding author. Tel.: þ91 9701990925(Mobile).
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of knowledge vis a vis a product category would behave
differently (Keller, 1993). For example, a consumer who is
buying a product for the first time would differ from repeat
buyers of the product. Since the knowledge structures of
these two groups are expected to be different, it is
reasonable to expect that they would process product/
brand related information differently (Keller, 1993;
Krishnan, 1996,). The two groups may also be affected
differently by the frequency of advertisements that they
consume. One group of consumers may think that a brand
which advertises more often (higher frequency of adver-
tising) is a brand which has a higher equity, as such
consumers perceive that the firm would recover its sunk
cost quickly (Kihlstrom & Riordan, 1984), while a second
group of consumers might not think similarly. Since the
media plays a major role in brand communication, it
becomes critical for brands to understand the role of media
elements while building brand equity for these two diverse
groups of consumers so that they engage in the right type of
brand building activities. Hence the focus of this paper is to
understand the relative importance of different media mix
elements in promoting brands for these two groups of
consumers.
174 T. Chattopadhyay et al.Most studies focusing on media mix elements to build
brand equity have failed to differentiate first time buyers
from repeat buyers, while predicting which media mix
elements help in building brand equity for consumer groups.
Since the determinants of brand equity are expected to
influence first time buyers differently from repeat buyers
and since consumers, while buying a product, are in the
market for a short time, it becomes imperative formarketers
to identify the right consumer at the right time and
communicate with them efficiently to market their products
effectively. It thus becomes extremely important for the
practising manager to know which media mix elements work
for first time buyers as against repeat buyers.
Hence, the objectives of this study are to understand:
(1) how advertising frequency across different media mix
elements influences brand equity, and (2) whether first
time and repeat consumers perceive different emphasis on
advertising frequency across different media vehicles.Brand equity and its dimensions
According to Aaker (1991), brand equity is a multidimen-
sional concept. It consists of brand loyalty, brand aware-
ness, perceived quality, brand associations and other
proprietary brand assets. These assets in turn provide
benefits and value to the firm. Keller (2002) defined
customer based brand equity as the differential effect that
customer knowledge about a brand has in the customer’s
response to marketing activities and programme for the
brand. According to the concept, brand knowledge is not
about the facts of the brand, but all the thoughts, feelings,
perception, image, experience and so on that become
linked to the minds of the customer (actual or potential,
individual or organisation), Leone et al. (2006).
Perceived quality has been defined as the consumer’s
subjective judgment about a product’s overall excellence or
superiority. Brand loyalty is a deeply held commitment to re-
buy a preferred product or service consistently in the future.
It was found that loyal customers show more favourable
response to a brand than non loyal customers. Brand asso-
ciation is defined as anything linked in the memory of the
consumers to a brand, while brand awareness has been
defined as accessibility of the brand in the customer’s
memory. Brand awareness along with strong brand associa-
tions forms a strong brand image. Brand associations, which
result in high brand awareness, are positively related to
brand equity as they can be a signal of quality and help the
buyer consider the brand at the point of purchase.
In summary, high brand equity implies that consumers
have a stronger association with the brand, perceive the
brand to be of higher quality and are more loyal towards the
brand. Increased dimensions of brand equity lead to an
increase in brand equity because each of these dimensions is
positively related to brand equity (Yoo, Donthu & Lee, 2000).
In our study, we define ‘brand equity’ as the difference
in consumer choice between a focal branded product and
an unbranded product given the same level of product
features. This definition deals with the comparison of two
products that are equal in all aspects other than the brand
name. The difference in choice between these two prod-
ucts could be assessed by measuring the intention to buy orprefer for the focal brand in comparison with the no-name
counterpart. We choose perceived quality and brand
awareness as the dimensions of brand equity to be studied.Advertising frequency as a builder of brand equity
One of the major contributors towards building brand
equity is advertising(Aaker & Biel, 1993)Lindsay (1990)
argues that the greatest source of added value is
consumer perception of the product or brand, which comes
from advertising that builds a brand image. Maxwell (1989)
suggests that advertising is vital to create a consistent flow
of sales for brands, rather than relying on the artificial
peaks and valleys of price promotion.
Advertising influences a brand’s equity in a number of
ways. Across both service and product category research,
Cobb Walgren, Cathy, Beal, and Donthu (1995) found that
the brand with higher advertising budget yielded substan-
tially higher levels of brand awareness and equity. In other
words, advertising creates awareness of a brand and
increases the probability that the brand is included in the
consumer’s evoked set. According to Rice and Bennett
(1998), effective advertising not only increases the level
of brand awareness, but also improves attitude toward the
brand and strengthens its image.
The marketing literature suggests that advertising can
affect brand equity through favourable associations,
perceived quality, and use experience (Keller, 1993). In
addition, advertising can act as a signal of product quality
(Milgrom & Roberts, 1986). Using a firm-based measure of
brand equity derived from financial data, Simon and
Sullivan (1993) found a positive relationship between
advertising and brand equity. Using household purchase
data, Jedidi, Mela, and Gupta (1999) also reported a posi-
tive relationship between advertising and brand equity.
In theoretical literature, Milgrom and Roberts (1986)
suggest that advertising expenditure is a measure of adver-
tising frequency and signals product quality. Kihlstrom and
Riordan (1984) developed a model in which advertising
frequency signals product quality by conveying information
about a firm’s sunk costs. In their model, high quality
production requires specialised assets, but this did not
necessarilymean risingmarginal cost.Thusbyhavingagreater
advertising frequency, a firm signals to the consumer that it
can recover the sunk costs, since its higher product quality
would allow it to charge a higher price than low quality firms.
Moorthy and Zhao (2000) found that in both durable and non
durable categories, advertising expenditure and advertising
frequency are positively correlated with perceived quality.
Experimental works have also found a positive correlation
between perceived quality and advertising frequency across
media (Kirmani & Wright, 1989).
Advertising frequency can also affect the perceived
quality of a brand. Studies demonstrate that heavy
quantum of advertising improves perceived quality (Nelson,
1970, 1974), and higher levels of advertising signal higher
brand quality (Roberts & Urban, 1988). Kirmani and Wright
(1989) suggested that perceived expense of a brand’s
advertising campaign influences consumers’ expectations
of product quality. Klein and Leffler (1981) found that
advertising levels were positively related to quality
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company-specific capital, such as logos and advertising
campaigns, to assure consumers of the firm’s lasting
commitment to quality. Works by Philip P. Abey, (2007),
revealed that there is strong bi-directional relationship
between advertising and consumption pattern.
In our study, we assume that if a brand has a higher
advertising spend, the advertising frequency of the brand
would be higher. The brand may choose to spend heavily in
one medium or across different media, but should the
advertisement be targeted to the correct audience, the
potential consumers are bound to perceive the brand as
having a higher advertising frequency. This perception
would then lead to the creation of a higher equity for the
brand considered. (Our proposed model is shown in Fig. 1.)First time buyers vs repeat buyers
The study attempts to identify the media mix elements
affecting brand equity for two separate groups of
consumers e first time buyers as against repeat buyers.
For repeat buyers of a product category, because of their
familiarity arising out of long usage of the product, decision
criteria are more likely to be available from memory
(Bettman and Sujan, 1987). Due to their familiarity with the
product category, such consumers are expected to have
higher category knowledge as against first time buyers,
similar to the difference between experts and novices
(Bettman and Sujan, 1987).
To understand why a first time buyer would behave
differently from a repeat buyer, we turn to perception
theory. Two consumer characteristics are important in
determining consumer’s perceptions to stimuli: the
propensity to generalise from one stimulus to another and
the ability to discriminate between stimuli (Assael, 1998).
On the basis of the organisational learning theory (Vera &
Crossan, 2004), we posit that consumers learn over time
as they accumulate experiences, adjusting their percep-
tions while absorbing feedback about past experiences and
decisions. Since first time buyers are not well versed withTV advertisement 
frequency
Print advertisement 
frequency
Event sponsorship
frequency
Online advertisement 
frequency
Mobile advertisement 
frequency
Media Mix Elements                              Dimen
Figure 1 Proposed model of media mia product category (as repeat car buyers), stimulus
discrimination is likely. Thus, the effectiveness of different
media mix elements is expected to be different for these
two groups of consumers.
To account for the better performance of expert infor-
mation analysts in understanding and specifying informa-
tion requirements, the research on cognitive process has
focused on the differences in the modelling behaviours
between expert and novice information analysts. Empirical
studies on the modelling behaviours of information analysts
showed that four modelling behaviours set expert and
novice information analysts apart: model-based reasoning,
mental simulation, critical testing of hypotheses, and
analogical domain knowledge reuse.
Analogical domain knowledge reuse enables expert
information analysts to specify information requirements
more completely and accurately (Mainden & Sutcliffe,
1992). Expert information analysts tend to use higher-
order abstract constructs to organise large amounts of
knowledge. As a result, expert information analysts can
recognise and assimilate analogies more easily (Vitalari &
Dickson, 1983). In addition, expert information analysts
tend to keep in memory the details of requirement speci-
fications from their past experience. On the other hand,
novice information analysts have difficulty in identifying
the opportunities of analogical modelling because they
tend to store concrete objects sparsely in long term
memory (Sutcliffe & Maiden, 1992). In addition, novice
information analysts tend to specify information require-
ments from scratch because of the lack of reusable speci-
fications in their memory (Vitalari & Dickson, 1983).
In choice situations in which decision criteria are appli-
cable, the criteria are likely to be directly applied to make
the choice. Thus, making different decision criteria salience
is likely to have little influence on evaluation processes for
comparable alternatives for experts. For ‘expert’ consumers
(repeat buyers in our study), the influence of decision
criterion salience is likely to be limited to judgment
processes for non comparable alternatives. However,
consumers who are less knowledgeable about a product
category (first time car buyers) may need to constructPerceived 
quality
Brand 
awareness
Brand 
equity
sions of Brand Equity
x elements influencing brand equity.
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alternatives. When choice processes are constructive,
making different decision criteria salience is likely to influ-
encehowtheproblem is framed.Thus, for novice consumers,
decision criterion salience is likely to influence judgments for
both comparable alternatives and non comparable compar-
ison sets. Together these arguments suggest that attempts to
manipulate the salience or availability of decision criteria
and frame the problem are likely to have greater effects
when a decision criterion is not well developed. This is likely
to be the case for both comparable and non comparable
alternative sets for novice consumers, but only for non-
comparable alternative sets for expert consumers.
Based on the foregoing discussion, we postulate that the
response pattern of first time car buyers (novices) would be
different from repeat car buyers (experts) towards
different media.
Theoretical framework
Yoo et al., (2000) created the Brand Equity Creationmodel to
systematically examine the relationship among marketing
efforts, brand equity dimensions, and brand equity. Their
model indicated thatmarketing activities significantly affect
brand equity dimensions, thus increasing brand equity. Thus,
the relationship between marketing activities and brand
equity is mediated by these dimensions. The study also
proved that significant relationship exists among the
dimensions themselves. The work conducted by Yoo et al.
(2000) considered advertising frequency as one of the
marketing mix elements determining brand equity.
In our study, we have taken one aspect of marketing
activities (advertising frequency) as proposed by Yoo et al.
(2000) and tried finding which media would help build brand
equity better. We considered media mix elements as drivers
of brand equity and modified the model proposed by Yoo
et al. (2000) considering media mix elements as anteced-
ents of brand equity. Thus, when Yoo et al.’s (2000) Brand
Equity Creation Process model was applied, instead of
marketing mix elements, media mix elements were
considered to explain the explanatory power of the brand
equity phenomenon (Fig. 1).
Approach to study
The focus of the study is the automobile industry, which is
one of the most important industries in any economy
(Pauwels, Jorge, Shuba, & Hanssens, 2004). A broad variety
of marketing studies have considered the automotive
industry as a research context, with issues like performance
implication of new product introduction (Pauwels et al.,
2004), factors influencing quality of product (Slotegraaf &
Inman, 2004), Internet based solution to identify
consumer requirements (Urban & Hauser, 2004) and
consumer satisfaction with dealership services (Mittal,
Kamakura, & Rahul, 2004) being addressed. Our study
encompasses five centres in India.
According to the J.D. Power Asia Pacific report, 2006,
37% of Indian car buyers are first time buyers. The trend
towards purchasing cars several times is turning stronger as
the market matures. Ten years ago 50% of the buyers inIndia were first time car buyers (Economic Times, 2006).
Given this background, it would be interesting to find which
media mix elements influence brand equity for first time
buyers against repeat buyers.
In line with works by Desarbo and Manrai (1992) and
Kirmani, Sood, and Bridges (1999) we defined three types of
cars: premium, volume and economy and applied the
classification to the Indian market. Premium brands were
defined as brands priced greater than Rs. 9 lakhs
(9,00,000); volume brands priced between Rs. 5 lakhe9
lakh (5,00,000e9,00,000.) while economy brands priced
less than Rs. 5 lakhs. All the prices considered were ex
showroom, New Delhi and taken from the magazine Auto
Car, March 2009. Premium brands have a high status
symbol, a relatively small market share and are purchased
to communicate wealth, status and exclusivity (Bagwell &
Bernheim, 1996). Volume brands are priced near the
market average and economy brands, are sold in the low-
end of the market.
Research hypothesis
In the study, we examined the perceived as against the
actual media mix elements for two reasons e first it was not
feasible to control the actual media mix elements, second,
perceived media efforts are expected to play a more direct
role in consumer psychology than actual ones. Actual media
actions cannot change consumer behaviour unless
consumers perceive them to exist.
Media mix elements and brand equity
Our model proposes that the effects of media activities are
mediated by the dimensions of brand equity. To examine
this relationship, we investigated and determined the
relationships between media activities and brand equity
dimensions.
We selectedperceivedquality andbrandawareness as the
dimensions of brand equity to be studied. Since we classified
passenger cars as premium, volume and economy and
consumers can upgrade from a low-end version of passenger
cars to an upper end version, brand loyalty was not studied.
In line with the works of Yoo et al. (2000), we did not
study brand association as a separate dimension and
combined brand association and awareness as onedbrand
awareness. Also, since we had classified all cars into three
types e premium, volume and economy, we did not study
brand loyalty as a dimension.
Advertising and media mix elements impacting
brand equity
Advertising is a major contributor towards brand equity
creation. However, different advertising media have
different strengths and weaknesses. For magazine ads,
selecting a targeted audience is easy, but the timing of
reader exposure to the ads is less predictable. Television
has a glamour that can enhance the message, but audiences
get fragmented as the number of channels increase. Mobile
advertisement targets a specific audience. Internet ads
reach a global audience, but it is difficult to gauge their
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managers choose the most effective media mix. To provide
detailed managerial guidelines, the study examined the
effect of advertising frequency on creating brand equity
across five different media vehicles. Since little research
has discussed consumer responses towards different
advertising media in India, the basis for predicting results
for any of our comparative analyses was limited. Consid-
ering that advertisement frequency generally influences
brand equity in a positive way, we assumed that each
advertising medium had a positive relationship with the
dimensions of brand equity.
Media efforts are expected to be positively related to
brand equity when they lead to a more favourable behav-
ioural response towards the focal product than to an equiv-
alent unbranded product. Managerial efforts manifested in
controllable media actions are related to brand equity
through mediation of the dimensions of brand equity.
Therefore, to create, manage, and exploit brand equity, the
relationship of the media efforts to the dimensions of brand
equity needs to be determined. We investigated consumers’
perception on the frequency of five selected media mix
elements.e television advertisement, print advertisement,
mobile phoneadvertisement, event sponsorship and internet
advertisement. The selected factors do not embrace all
types of media efforts, but are representative enough to
demonstrate the relationship between media efforts and
dimensions of brand equity.Television advertising
Television is acknowledged to be the most powerful
advertising medium as it allows for sight, sound, and motion
and reaches a broad spectrum of consumers. TV advertising
is an effective means of vividly demonstrating product
attributes, explaining consumer benefits, and portraying
non-product-related user and usage imagery, brand
personality and so on. Television ads contribute to brand
equity by enhancing awareness, strengthening associations
or adding new associations, and eliciting a positive
consumer response (Keller, 2002).
In today’s era of technology, most households have
television sets. Television is a common medium of infor-
mation and is very effective in delivering a message or in
a wider sense, for effective marketing communication. As
per the latest IRS survey (2009), about 49% of the household
in India own a TV.
Kotler and Fox (1985) stated that television has advan-
tages and disadvantages related to its effectiveness as
a medium to broadcast advertising messages. The advan-
tages are that the information can be easily viewed,
listened to, and pictured. Belch and Belch (2004) stated
that television is considered the ideal medium to advertise
as advertisement exposure can showcase the most attrac-
tive side of the product. The disadvantage of TV advertising
is the higher cost, the fact that it can be a highly confusing
medium and that the audience is selective.
In emerging markets, television has penetrated the
majority of households; it has become by far the most
popular medium for information and entertainment among
Indian consumers. According to Singhal and Rogers (1989),Indian consumers like watching TV and pay close attention
to TV ads to see what is available in the market. Com-
menting on today’s Indian consumers,Mazarella (2003) said
that television is a highly influential media channel for high
involvement category among Indian consumers.
Based on the findings described above, the following
hypotheses about the relationship between the frequency
of television advertisement and dimensions of brand equity
in India are presented:Hypothesis 1A: Perceived quality of
a brand is related positively to the frequency of television
advertising for the brand for first time car buyers.
Hypothesis 1B: Brand awareness is related positively to
the frequency of television advertising for the brand for
first time car buyers.
Hypothesis 1C: Perceived quality of a brand is related
positively to the frequency of television advertising for the
brand for repeat car buyers.
Hypothesis 1D: Brand awareness is related positively to
the frequency of television advertising for the brand for
repeat car buyers.
Print advertising
Print ads provide detailed product information because of
their self-paced nature. Keller (2002) suggests that they are
particularly well-suited to communicate product informa-
tion, and are an effective communicator for user and usage
imagery. Magazine advertisements deliver highly qualified
targets and are effective in increasing brand sales and
market share.
As per the IRS 2009 data, 38% of the Indian adult pop-
ulation is exposed to press advertisements. Madhavaram and
Badrinarayanan (2005) have found that newspaper reader-
ship is high across India for car owning population, so this
advertisement media could be effective for such consumers.
It was found that magazines represented highly influential
media channels to affluent Indian male consumers.
Following from the above discussion, the hypotheses
about the relationship between print advertising and brand
equity dimensions in India are:Hypothesis 2A: Perceived
quality of a brand is related positively to the print adver-
tising invested for the brand for first time car buyers.
Hypothesis 2B: Brand awareness is related positively to
the print advertising invested for the brand for first time
car buyers.
Hypothesis 2C: Perceived quality of a brand is related
positively to the print advertising invested for the brand for
repeat car buyers.
Hypothesis 2D: Brand awareness is related positively to
the print advertising invested for the brand for repeat car
buyers.
Event sponsorship
The term ‘sponsorship’ describes a variety of arrangements
between companies providing some kind of resource (like
money, people and equipment) and events and organisa-
tions which are beneficiaries of these resources (Lee,
Sandler, & Shani, 1997). While firms enter sponsorship
arrangements for a variety of reasons, two of the most
common are to increase brand awareness, and to
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1998). Strategies aimed at increasing brand awareness are
implemented using a multitude of promotional media and
are designed to have the sponsoring brand exposed to as
many potential consumers as possible.
Previous research suggests that event sponsorship
increases both perceived brand superiority (Crimmins &
Horn, 1996) and corporate image (Stipp & Schiavone,
1996). Studies also proved that sponsorship impacts
consumers’ attitudes by altering cognitive structures and
leading to people behaving in a desirable way (Mason,
2005). As per Dean (1999), once a link between spon-
soring company and event has been created and feelings of
goodwill towards the event have resulted in feelings of
goodwill towards the sponsor, a‘halo effect’ suggests to
consumers that the sponsor’s products are superior to its
competitors’. Keller and Lehmann, (2002) suggests that
sponsored events contribute to brand equity by increasing
the awareness of the company or product name, as well as
creating awareness and improving strength.
Event sponsorship is catching up in India as a marketing
mix element. Today, many sports and other events are
being sponsored by corporates and brands. The Interna-
tional Indian Film Academy (IIFA) Award ceremony (spon-
sored in 2008 and 2009 by Idea), the IPL 20: 20 Cup
(sponsored by DLF in 2008 and 2009) are some examples.
Though we could not find many studies to correlate
event sponsorship and brand equity in India, on the basis of
studies conducted in other countries we hypothesise tha-
t:Hypothesis 3A: Perceived quality of a brand is related
positively to the event sponsorship campaigns used for the
brand for first time car buyers.
Hypothesis 3B: Brand awareness is related positively to
the event sponsorship campaigns used for the brand for first
time car buyers.
Hypothesis 3C: Perceived quality of a brand is related
positively to the event sponsorship campaigns used for the
brand for repeat car buyers.
Hypothesis 3D: Brand awareness is related positively to
the event sponsorship campaigns used for the brand for
repeat car buyers.Online advertisement
It is argued that on the Net, consumers are always actively
engaged with content and rarely focus exclusively on ad
messages. Some studies show that Internet advertising is
effective in building brand equity. Advertisers were one of
the early proponents of the Internet, embracing its dual
promise of global reach and one-to-one targeting (Dreze &
Hussherr, 2003). Schlosser, Shavitt, and Kanfer (1999) found
that information provided by Web advertising was
perceived as trustworthy as and less irritating than general
advertising because of its interactive feature. Also, it
makes information about products or services immediately
accessible. Dreze and Hussherr (2003) investigated the
effectiveness of Internet advertising and found it to be
effective as it led to brand recognition and awareness.
The Internet has become amajor source for many kinds of
domestic and international information in India. Fivepercent
of Indian urban adults are Internet users (IRS, 2009).In emerging markets, the impact of Web ads in raising
brand awareness and image has been proven in the Chinese
market. In examining Chinese consumers’ perceptions and
response to banner advertising, Gong and Maddox (2003)
found that Web advertising is very effective in China.
Web exposure improved Chinese users’ brand recall,
changed their attitudes towards a brand, and increased
their purchase considerations.
Indian advertisement expenditure has been doubling
every five years (Media Analyser Package, 2009). Though
different segments of the industry grew at different rates,
the highest growth was recorded by online advertising. This
segment grew by 69% from the previous year to Rs 2700
crores (27,0000 million) in 2007. Its share in the overall
advertising pie grew to 1.4% in 2007, up from 1.0% in 2006.
Based on the above analysis, the following hypotheses
about the relationship between Web advertising and brand
equity dimensions in India are put forth:
Hypothesis 4A:Perceived quality of a brand is related
positively to the frequency of online campaigns used for the
brand for first time car buyers.
Hypothesis 4B: Brand awareness is related positively to
the frequency of online campaigns used for the brand for
first time car buyers.
Hypothesis 4C: Perceived quality of a brand is related
positively to the frequency of online campaigns used for the
brand for repeat car buyers.
Hypothesis 4D: Brand awareness is related positively to
the frequency of online campaigns used for the brand for
repeat car buyers.Mobile advertisement
Mobile advertising targets users of handheld wireless
devices like mobile phones and Personal Digital Assistants
(PDAs). The main advantage of mobile advertising is that it
can reach target customers anywhere anytime. To promote
the selling of products or services, all the activities
required to communicate with the customers are trans-
ferred through mobile devices. Combining customers’ user
profile and context, advertising companies provide the
target customers with exactly the advertisement informa-
tion they desire, not just‘spam’ them with advertisements
(Tripathy & Siddiqui, 2008).
Mobile media transcend traditional communication and
support one-to-one, many-to-many, and mass communica-
tion. The most popular mobile application is referred to as
text messaging or Short Message Service (SMS). Studies on
this new advertising medium indicate that mobile adver-
tising campaigns can generate responses that are as high as
40%, compared to a 3% response rate through direct mail
and 1% through Internet banner ads (Jelassi & Enders,
2004). Andersson and Nilsson (2000) evaluated location-
sensitive SMS campaign effectiveness based on traditional
communication effect measures and showed SMS campaigns
were effective and have a positive impact on brand
awareness.
Based on the analysis, the following hypotheses about
the relationship between mobile advertising and brand
equity dimensions in India are put forth:Hypothesis 5A:
Perceived quality of a brand is related positively to the
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for first time car buyers.
Hypothesis 5B: Brand awareness is related positively to
the frequency of mobile campaigns undertaken by the
brand for first time car buyers.
Hypothesis 5C:Perceived quality of a brand is related
positively to the frequency of mobile campaigns under-
taken for the brand for repeat car buyers.
Hypothesis 5D: Brand awareness is related positively to
the frequency of mobile campaigns undertaken by the
brand for the brand for repeat car buyers.Sampling and procedure
As discussed in the section on the approach to our study, we
differentiated cars on the basis of price into economy,
volume and premium brands. The data published by Global
Insight,(‘India: Forecast and Analysis, 2007’) gave the sales
mix (actual and expected) through the years 2004 till 2011
for passenger cars in India. The data projected that in 2011,
2,063,000 new passenger cars are expected to be sold in
India, with a distribution of 80% economy, 14% volume and
6% premium range. Accordingly, we planned our sample
wherein 80% of our sample size would be people whose first
car was of an economy range, 14% volume range and ‘6% of
premium range.
Based on the information available with the department
of transport, states having the five largest populations of
passenger cars were identified. These states represent 48%
of the total vehicle population. We stratified our sample
accordingly. Further, according to the J.D. Power Asia
Pacific Report (2007), only 37% of Indian car buyers are
first time buyers. We have stratified our sample on the basis
of the ratio of first time car buyers to repeat car buyers as
well.
Sample and procedure
A check on secondary data published by Global Insight
(‘India: Forecast and Analysis’,, 2007)shows that the sales
mix (actual and expected) through the years 2004 till 2011
for passenger cars in India is as shown in Table 1.
From this table, we find that in 2011, 2,063,000 new
passenger cars are expected to be sold in India in which,
80% of cars sold in 2011 is expected to be of economy range,
14% volume range and 6% prestige range. Accordingly, we
planned our sample wherein, 80% of our sample was people
whose first car was of the economy range, 14% volume
range and 6% prestige range. As per the departments of
transport, Ministry of Road Transport, Government of India,
the states of Andhra Pradesh, Delhi, Maharashtra, Tamil
Nadu and West Bengal represent 48% of the total vehicularTable 1 Sales mix for passenger cars in India (2004e2011)(All v
Type of car Price band 2004
Economy brand < 5 lakh 683
Volume brand 5e9 lakh 87
Prestige brand > 9 lakh 34
Source: Based on the data in ‘India: Forecast and Analysis’, 7th Seppopulation in India (2008 figures) and hence results from
these states are expected to be fairly robust in our bid to
generate effective data.
To find out the parameters that impact brand equity, we
did an exploratory research on a sample of 22 consumers
across India. The results revealed two prestige brands,
three volume brands and 15 economy brands. Of the 22
respondents, two were industrialists, three in the senior
management cadre in industry, four were mid level
managers and two were junior managers in the industry,
two were academicians, and five people had their own
business, while four were consultants of various firms.
The pretest method was used to assess the clarity of the
questions and the reliability of the measures of the vari-
ables with respect to the questionnaire. In June 2008,
a total of 30 pretest surveys were collected from a non-
probability sample of Indian automobile owners across five
state capitals of the states selected for our study. The
centres selected were Mumbai, Delhi, Chennai, Hyderabad
and Kolkata. The questionnaire was prepared in English and
sent by email to the respondents, who then returned the
completed questionnaire to the researchers by email. The
researchers asked the participants to indicate if they had
any difficulties understanding and answering the questions.
They were also asked to provide other related suggestions
that could be used to improve the questionnaire.
Based on the feedback from the pretest, adjustments to
the questionnaire items were made. Cronbach alpha was
analysed for all constructs and unreliable items dropped.
Further, based on findings from the pretest, the wordings of
some items were modified as was the category of demo-
graphic questions in order to better reflect the target
sample’s situations.
The final research employed shopping centre intercept
surveys to collect consumer information. Shopping centres
were selected based on a marketing investigation. The
choice criterion was that the shopping centre had to have
a footfall over 1000 per day and have a parking space of 250
cars. Respondents were selected from visitors in the shop-
ping centre who were willing to complete a questionnaire
while shopping in those centres. Five centres were chosen
for our study and in each of the centres two shopping malls
were chosen for the survey. Because of the lack of up-to-
date telephone directories, mail and telephone surveys are
not a desirable method of data collection in India. Shopping
centre intercept surveys have been regarded as a valuable
method for collecting data in China (Rosen, 1987), because
of similar reasons. We are extrapolating the same logic to
the Indian market as well. A research agency having
branches across five cities in India, PROADVENT was con-
tacted for administering the survey. A total of 10 inter-
viewers were used across five centres and each of them was
extensively trained for three days for the purpose beforeolumes in ‘000 units).
2005 2006 2007 2011
716 791 867 1653
106 155 182 294
33 42 57 116
tember, 2007, published by Global Insight.
Table 2 Stratification of Respondents State- and Brand wise.
Total no. of
respondents targeted
No. of new car buyers No. of repeat car buyers
Economy Volume Premium Economy Volume Premium
Andhra Pradesh 23 7 1 1 12 2 1
Delhi 40 12 2 1 20 4 2
Maharashtra 59 17 3 1 30 5 2
Tamil Nadu 47 14 2 1 23 4 2
West Bengal 31 9 1 1 16 3 1
Total 200 59 9 5 101 18 8
180 T. Chattopadhyay et al.the start of the formal survey. To randomise our samples in
each shopping mall in every centre, every third person who
had parked his/her car between three to nine pm on Friday,
Saturday and Sunday in the parking area was contacted for
an interview.
A total of 1032 consumers were contacted across all the
five centres. While contacting consumers we did not
differentiate on the basis ofgender or age. Four hundred
and ninety four consumers agreed to be respondents. An
incentive (a small gift) was offered with each question-
naire, but participation was entirely voluntary. At the
beginning of the questionnaire, the purpose of the study
was explained and to minimise possible response bias it was
made clear that there were no right or wrong answers, only
the respondents’ opinions matterered. There was only one
questionnaire, written in English, with the respondents
being asked the type of automobile she/he had last
purchased. Based on their answer they were then cat-
egorised into economy, volume or prestige brand samples.
To be eligible for participation in the study, consumers had
to meet three criteria. First, they should have bought more
than one car; second, their last car purchased should have
been within the last six months; and third, the last car
purchased should not have been a second hand car. The
respondents were stratified in line with the vehicle pop-
ulation, both in terms of numbers as well as per strata
(premium, volume and economy). While stratifying the
respondents, the last vehicle purchased was considered.
This reduced the number of sample size to 200, as per the
state wise and vehicle wise distribution shown in Table 2.
Questionnaire development
To find out the parameters that impact brand equity and
choice, an initial exploratory research was conducted with
a convenience sample of 38 car owners. Based on this,Table 3 Cronbach alpha of construct.
Construct Number
of items
Cronbach’s
alpha
TV advertisement 3 0.74
Press advertisement 3 0.82
Online advertisement 3 0.96
Event sponsorship 4 0.79
Mobile advertisement 3 0.72
Perceived Quality 4 0.81
Brand Awareness 4 0.73items were developed to measure the relevant constructs
and pre-tested with a sample of another 44 automobile
owners. The researchers asked the participants to indicate
if they had any difficulties understanding/answering the
questions. They were also asked to provide other related
suggestions that could be used to improve the question-
naire. Based on the feedback from the pretest, adjust-
ments to the questionnaire items were made using factor
loadings and scale properties. The results of the same are
shown in the Tables 3 and 4.
Analysis of media mix elements influencing brand
equity and dimensions of brand equity influencing
final choice
We used the Structural Equation model (SEM) and SPSS 13.0
for our analysis. SEM enables researchers to test a set of
regression equations simultaneously. The general form of
SEM consists of two parts: the measurement model and the
structural model. Hu and Bentler (1999) suggested that GFI,
NFI, CFI, and RMR values above 0.90 and AGFI values above
0.80 are generally interpreted as representing a good fit,
whereas a value of RMSEA below 0.10 indicates a good fit.
Due to the large sample, a significant Chi-square (X2) does
not indicate poor fit because Chi-square is easily influenced
by the size of the sample (unlike other criteria). In addition
to the disadvantage of the Chi-square statistic, the ratio of
Chi-square to its degree of freedom, X2/df, is further used
to indicate a good fit. It is suggested that a ratio of 3:1 or
less indicates an adequate fit.
Measurement model testing
Confirmatory Factor Analysis (CFA) is particularly useful for
testing the measurement model as it allows correlatedTable 4 Convergent validity of constructs.
Convergent validity of construct Composite
reliability
TV advertisement 0.60
Press advertisement 0.69
Online advertisement 0.66
Event sponsorship 0.51
Mobile advertisement 0.65
Perceived quality 0.82
Brand awareness 0.55
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1998). A measurement model was set having 22 items
with seven constructs (latent variables) in this study. AMOS
5.0 maximum likelihood method was used to examine each
construct and its standardised loading.
Standard loading and the squared multiple
correlation
The analysis results for this study indicate that all items
were loaded highly on their corresponding construct
(p > 0.05 in all cases) and the t-values of those items were
greater than 2.0 (Segars & Grover, 1993). The analysis of
squared multiple correlation demonstrated that, except for
a few items, most of the items met the recommended
criteria of 0.40 (Taylor & Todd, 1995). This means, overall,
the items shared substantial variance with their hypoth-
esised constructs (see Table 5).
In terms of model fit, the test of measurement model
demonstrates a good fit to the data. The data shown in
Table 6 suggest that except for Chi square and Norm Fit
Index (NFI), all other criteria met the recommended values
suggested by Hu and Bentler (1999).
A Chi-square value of 873.35 with a degree of freedom of
455 for measurement model was found. The p value was
0.00, which does not meet the criteria for a fit model
(P >Z 0.05). However, it is accepted that X2 is not an
appropriate criterion for a study that has a large sample
size (Marsh, 1994), and that X2 becomes more sensitive asTable 5 Parameter Estimates for the Measurement Model.
Constructs Items
TV advertisement TV advertisement 1
TV advertisement 2
TV advertisement 3
Press advertisement Press advertisement 1
Press advertisement 2
Press advertisement 3
Online advertisement Online advertisement 1
Online advertisement 2
Online advertisement 3
Mobile advertisement Mobile ad 1
Mobile ad 2
Mobile ad 3
Event sponsorship Event sponsorship 1
Event sponsorship 2
Event sponsorship 3
Event sponsorship 4
Perceived Quality Perceived Quality 1
Perceived Quality 2
Perceived Quality 3
Perceived Quality 4
Brand awareness Brand awareness 1
Brand awareness 2
Brand awareness 3
Brand awareness 4
** indicates significant correlation at t > 2.0.
- 2 means first path was set to 1, therefore, no SE’s or t-value are githe number of indicators rises (Hair et al., 1998). This study
had a fairly large sample size (200 valid respondents) and
a large number of indicators, so X2 was not an appropriate
testing criterion for model fit for this study.
NFI was also above the recommended value of 0.90
(0.95). Therefore, it could be articulated that the
measurement model of this study had acceptable levels of
fitness. Other fitness indices met the recommended
minimum values as well (see Tables 7 and 8).
Structural model testing
Once the measurement model had been tested for suit-
ability, the estimation of structural model followed. A
structural model was employed to examine the relation
amongst latent variables in the proposed model (Byrne,
1998).
AMOS 5.0 Graphics was used to run the structural model
and test the hypothesised relationship between constructs.
Maximum likelihood estimation and correlation matrix were
used to test the structural model. The structural model
included all the variables from the measurement model,
since all of them had significant factor loadings. Actual
brand choice was the exogenous variable and endogenous
variables were perceived media efforts.
The constructs and their hypothesised relations were
tested simultaneously. The model fit criteria used in testing
the measurement model were employed to test the struc-
tural model, and goodness-of-fit statistics indicated thatStandardised
loadings
T-values Squared multiple
correlations
0.62 ** 16.54 0.52
0.61** 2 0.64
0.84 ** 2 0.58
0.69 ** 8.54 0.56
0.7 ** 8.78 0.52
0.73 ** 2 0.58
0.61 ** 2 0.63
0.70 ** 2 0.69
0.58 ** 2 0.55
0.62 ** 20.9 0.5
0.61** 2 0.51
0.84** 2 0.54
0.70 ** 15.33 0.6
0.80 ** 2 0.68
0.80 ** 2 0.65
0.82 ** 2 0.71
0.70 ** 16.63 0.62
0.75 ** 2 0.73
0.77 ** 2 0.78
0.78 ** 2 0.74
0.59 ** 8.85 0.32
0.58 ** 2 0.4
0.62 ** 2 0.45
0.64 ** 2 0.41
ven.
Table 6 Results of hypothesis testing from Structural Equation model.
Hypothesis From To Standardised
coefficient
T-value Results
Relationship from media activities to brand equity dimensions
H 1A TV advertisement 1st time buyers Perceived Quality 0.11 2.24 Supported
H 1B TV advertisement 1st time buyers Brand Awareness 0.11 2.02 Supported
H 1C TV advertisement repeat buyers Perceived Quality 0.2 1.22 Unsupported
H 1D TV advertisement repeat buyers Brand Awareness 0.17 1.82 Supported
H 2A Press advertisement 1st time buyers Perceived Quality 0.08 0.68 Unsupported
H 2B Press advertisement 1st time buyers Brand Awareness 0.19 5.86 Supported
H 2C Press advertisement repeat buyers Perceived Quality 0.21 1.81 Supported
H 2D Press advertisement repeat buyers Brand Awareness 0.06 0.56 Unsupported
H 3A Event sponsorship 1st time buyers Brand Awareness 0.06 1.45 Unsupported
H 3B Event sponsorship 1st time buyers Perceived Quality 0.06 1.46 Unsupported
H 3C Event sponsorship repeat buyers Brand Awareness 0.08 0.62 Unsupported
H 3D Event sponsorship repeat buyers Perceived Quality 0.19 3.41 ** Supported
H 4A Online advt 1st time buyers Brand Awareness 0.06 1.65 Supported
H 4B Online advt 1st time buyers Perceived Quality 0.06 1.46 Unsupported
H 4C Online advt repeat buyers Brand Awareness 0.16 3.84 Supported
H 4D Online advt repeat buyers Perceived Quality 0.19 5.52 ** Supported
H 5A Mobile advt 1st time buyers Brand Awareness 0.06 1.65 Supported
H 5B Mobile advt 1st time buyers Perceived Quality 0.06 1.46 Unsupported
H 5C Mobile advt repeat buyers Brand Awareness 0.08 3.62 Supported
H 5D Mobile advt repeat buyers Perceived Quality 0.19 5.52 ** Supported
182 T. Chattopadhyay et al.the structural model revealed a satisfactory fit. A Chi-
square value of 36.94 with a degree of freedom of 11 for the
measurement model was found in this study. The p value of
X2 was 0.00, which does not meet the criteria for a fit model
(p > 0.05). However, this could be because of a large
sample size and a large number of indicators in the study.
All other fitness indices met the recommend values: Chi-
square (X2)/df of 2.36, GFI of 0.99, AGFI of 0.92, NFI of
0.99, CFI of 0.99, RMR of 0.02, and RMSEA of 0.06 (see Table
8). Therefore, the structural model study showed an
acceptable model fitness level.Summarisation of findings
H 1A to H 1D posited that television advertisement posi-
tively affects perceived quality and brand awareness for
both first time and repeat passenger car buyers. The path
from television advertisement to perceived quality was not
related to each other, while the path to brand awarenessTable 7 Reported Values of Model Fit for the Measurement Mo
Fit measure Recom
Chi Square (X2) p>Z0
Chi Square (X2)/df <Z 3.
Goodness of Fit (GFI) >Z 0.
Adjusted Goodness of fit (AGFI) >Z0.8
Norm Fit Index (NFI) >Z0.9
Comparative Fit Index (CFI) >Z0.9
Root Mean Square Residual (RMR) <Z0.9
Root Mean Square Error of Approximation (RMSEA) <Z0.1was related for repeat car buyers. However, both the paths
were related for new car buyers. The reason for the same
could be that new car buyers are keener to get information
from all sources and TV is the best medium to generate
awareness as it showcases both visual and sound effects.
Repeat car buyers have already experienced the category
first hand and are not influenced by TV advertisement.
H 2A to H 2D argued that perceived quality and brand
awareness is positively correlated with frequency of press
advertisement for both repeat and new car buyers. A path
from the frequency of press advertisement to perceived
quality for new car buyers showed that theywere not related
to each other, but a good correlationwas observed for repeat
buyers. Again, for brand awareness, press advertisementwas
found to be better for first time car buyers, not for repeat car
buyers. This may be due to the fact that first time car buyers
are not so well versed with the product category and hence
they absorb the information on a more superficial level.
However, repeat passenger car buyers, have higher chances
of understanding the information much more deeply anddel.
mended values Values from model Conclusion
.05 0.00 Not fit
00 1.90 Fit
9 0.93 Fit
0.90 Fit
0.95 Fit
0.94 Fit
0.05 Fit
0.04 Fit
Table 8 Reported Values of Model Fit for the Structural
Model.
Chi square (X2) P>Z0.05 0 Not
fit
Chi square (X2)/dF <Z3.0 2.36 Fit
Goodness of Fit (GFI) >Z0.9 0.99 Fit
Adjusted Goodness of Fit (AGFI) >Z0.8 0.92 Fit
Norm Fit Index (NFI) >Z0.9 0.99 Fit
Comparative Fit Index (CFI) >Z0.9 0.99 Fit
Root Mean Square Residual (RMR) <Z0.09 0.02 Fit
Root Mean Square Error
of Approximation (RMSEA)
<Z0.1 0.06 Fit
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details, stimulate them more.
H 3A to H 3D hypothesised that event sponsorship is posi-
tively related to perceived quality and brand awareness for
both categories of buyers. The path to perceived quality was
found to be positive for repeat buyers, but no path was seen
for first time car buyers. However, path to brand awareness
from event sponsorship was found to be weak and insignifi-
cant for both categories of buyers. That is, event sponsorship
is not effective in promoting a sponsor’s brand and commu-
nicating brand personality to the audience.
H 4A to H 4D and H 5A to H 5D hypothesised that online
and mobile advertisements were positively related to
perceived quality and brand awareness for both categories
of buyers. The path to brand awareness from online and
mobile advertisement was found to be positive for both the
categories of buyers, but the path from perceived quality
showed mixed results. While the path to perceived quality
for repeat buyers was strong, the path for first time buyers
was weak for both the media.
Managerial implication
Since two million passenger cars are projected to be sold in
India in 2011 this study has tried determining the deter-
minants and effect of brand equity for a market size of
2.7  1010 USD in 2011 alone. In this, 9.9  109 USD is the
market size from first time car buyers, while the rest is
from repeat car buyers.
This study tried to predict the effect of media mix
elements on brand equity for two groups of consumers.
Since knowledge structures of these two groups are
expected to be different, it is expected that consumers
who are at different stages of their journey to buy
a product would behave differently (Keller, 1993). These
two groups may also place different emphasis on the
intensity of advertisement that they consume.
One of the major findings from earlier researches is that
brand choice probability is enhanced with the dimensions of
brand equity (Yoo et al., 2000) and advertisement frequency
is a builder of brand equity (Yoo et al., 2000). Taking the
findings forward, this study analysed the relative importance
of media mix elements for two groups of consumers e first
time and repeat buyers of a product category.
It was found that not allmediamix elements impact brand
equity significantly. For example, television advertisement isnot a goodmedium to advertise for repeat buyers, but a good
medium for first time car buyers, while press advertisement
is a goodmediaum to advertise for repeat buyers, but not for
first timers. Event management is found to be impacting one
the dimensions of brand equity for repeat buyers of the
product category.
Thus, this study proved that as consumers are on
different levels in their journey to gather category knowl-
edge they behave differently. This study should serve as
a guide to brand managers, in the automobiles and
consumer goods industries on the media mix elements that
should be focused on to strengthen the dimensions of brand
equity while positioning the brand to a specific consumer
group. For ultimately, increased brand equity means better
choice probability by the consumers, which can translate to
an increase in sales.
Limitations and directions for future research
Our study is limited by several factors that can be
addressed in future research. First, our sample is limited
geographically. Our hypothesis should be tested further in
other countries to get universal data.
The data were collected after the purchase was made.
Thus, the respondents might be biased towards the actual
decision. Ideally, the data gathered should have been on
the consumer’s perception and hence only prospects
interviewed. But, as we interviewed consumers shortly
after their repurchase (within six months) this bias should
not be too problematic (Punj & Brookes, 2002).
We have considered only advertising frequency while
considering media effectiveness. Other factors, like
advertisement quality, celebrity endorsement, involvement
of respondents with the product category, recency of
advertisement and the like can also influence the outcome.
Hence, we call on future research to examine the effects of
total media effect on brand equity.
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